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Abstract  
The aim of this study was to determine to what extent the individuals using social networking websites can reflect their real 
personalities in virtual media. The study used descriptive survey model. Study group consisted of a total of 343 individuals. 
Virtual Media Interpersonal Trust Scale (VMIRC) was used for data collection. Frequency, percentage, arithmetic mean, t, 
ANOVA and LSD tests were performed on collected data (p<.05). In conclusion, it was found that individuals did not behave 
adequately honestly in virtual media. When compared to young people, middle aged individuals showed a more honest attitude in 
virtual media. 
1. Introduction  
In addition to causing radical changes in real experiences and habits of individuals, virtual media also affect  the 
way an individual perceives and interprets the outer world (Cheung & Lee, 2010; Lohse, 1998). Considering that 
internet users are the individuals, who are the members of virtual society, individuals might sometimes  experience 
contradictions between the actual reality and virtual reality; while having the chance to show himself/herself as 
he/she is, an individual  also has the chance to conceal this and always remain virtual (Kır, 2008). This anonymous 
and informal environment caused by the virtual media, gave the individuals the idea of creating new identities and 
introduction to new media with these identities. This might cause situations which are inexistent or are contrary to 
the existing one. For example, it is known that individuals, who are freed from all exterior pressures in face-to-face 
communication, avoid from reality in order to exist in virtual media, due to the wish of using their own fantasy and 
also due to personal security or preferences (Timisi, 2005; Altun, 2008; Dunne, Lawlor, &Rowley, 2010). One of 
the profound characteristics of virtual media, which are very different from real life, is that it does not have certain 
restrictions (material, social, physical etc.) in real life and can disregard status differences. In this sense, the 
individual gives himself/herself the identity he/she dreams of and can create his/her virtual identity like in his/her 
dreams (Timisi, 2005; Maczewski, 2002; Yee et al, 2007). 
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Undoubtedly, having the possibility of choosing an identity like they want in virtual media denotes the problem of 
trust in interpersonal communication process. A healthy communication is possible by reciprocal trust of the source 
and receiver in addition to readiness for communication (Ergin, 1998). 
 
It can be stated that interaction and fast communication possibilities offered by virtual media brought many 
problems (Pew Internet and American Life Project, 2010; Hinduja & Patchin, 2008). Distrust to the other party and 
inconsistent behavior, which might arise differently from real life, are the leading problems among these. It is 
believed that this study will be beneficial in terms of determining the situations experienced by the individuals in 
interpersonal communication process, particularly about trust and honesty and, in this context, in terms of orienting 
the design of educational activities in virtual media. 
 
This study aimed to determine to what extent the individuals who use social networking websites can reflect their 
real personalities in virtual media. In this context, the following questions were tried to be answered: 
1. How do the people using social networking websites reflect their real personalities in these media? 
2. Do the statuses of reflecting personalities of the individuals using social networking websites vary according 
to gender? 
3. Do the statuses of reflecting personalities of the individuals using social networking websites vary according 
to age groups? 
2. Method  
This is a descriptive study which used survey model. In this framework, we tried to determine to what extent the 
individuals using social networking websites can reflect their real personalities in virtual media.  Study group of the 
study consisted of a total of 343 adults, 165 of whom were female and 178 of whom were male. The participants 
used social networking websites; resided in different cities and belonged to different age groups. Distribution of the 
study groups according to age and gender is summarized in Table 1: 
 
Table 1. Distribution of study group according to age and gender  
Age Groups Female  Male  Total 
17-19 age group 39 13 52 
20-29 age group 118 146 264 
30 and older age group 8 19 27 
Total 165 178 343 
 
Research data was collected online by the researcher using “Virtual Media Interpersonal Trust Scale” (VMITS) 
which was developed by the researcher. Validity and reliability study was performed for the scale. VMITS  is a five-
degree Likert type scale consisting of 20 items which can be collected under three factors. Items in the factors were 
scaled as never (1), rarely (2), sometimes (3), generally (4), always (5). Validity of the scale was analyzed by two 
different methods. These methods were factor analysis and testing validity through discriminative properties. 
According to the results of exploratory factor analysis, the scale consisted of three factors. The first factor, “virtual 
honesty” contained 9 items, the second factor “virtual responsibility” contained 7 items and the third factor “virtual 
distrust” contained 4 items. Rotated factor loadings of the items in each factor varied between 0.876 and 0.0483. 
Analysis of the contributions of each factor to explained variance showed that the first factor made 19.206% 
contribution (eigenvalue: 4.033); the second factor made 15.985% contribution (eigenvalue: 3.357) and the third 
factor made 13.571% (eigenvalue: 2.850) contribution to variance. Cronbach’s alpha internal consistency coefficient 
of the scale was calculated as 0.836 for the first factor; 0.744 for the second factor and 0.828 for the third factor. 
 
Within the sub-problems of the study, frequency, percentage, arithmetic average, t, ANOVA and LSD tests were 
performed on the collected data.  p<.05 level was considered as significant for variation. Responds to five-degree 
Likert type scale were collected and raw scores were calculated for data analysis. Since item number in each factor 
was different, these scores were standardized by dividing each raw score into number of items in the related factor 
652   Ertuğrul Usta /  Procedia - Social and Behavioral Sciences  83 ( 2013 )  650 – 654 
and by multiplication with 20. Thus, the lowest score in each factor was found to be 20 and the highest score was 
found to be 100. 20-46 score interval the individuals received from each factor was evaluated as low-score group; 
47-73 score interval was evaluated as moderate score group and the score 74 and higher were evaluated as high 
score group. High scores in “Virtual Honesty” in the scale showed individual’s high level of behaving honestly in 
virtual media; high scores in “Virtual Negativity factor showed increased negative behaviors in these media and 
high scores in “Virtual Distrust” showed increased distrust to these media by the individuals. 
 
3. Findings  
Findings on reflecting real personalities of the individuals who use social networking websites are summarized in 
Table 2. 
 
Table 2. Individuals’ level of reflecting their real personalities  
Factors 
N  S.S Min Max Levels (f/%) Low Moderate High 
1.Virtual Honesty 
343 
65.7 17.1 20 100 48 14.0 187 54.5 108 31.5 
2.Virtual Negativity 37.7 13.5 20 86 262 76.4 78 22.7 3 0.9 
3.Virtual Distrust 61.2 21.9 20 100 99 28.9 143 41.7 101 29.4 
 
As indicated in Table 2, virtual honesty perception scores of individuals in virtual media varied between 20 and 100 
with an average of =65.7. Analysis of virtual honesty perception levels showed that 31.5% of individuals had high; 
54.5% had moderate and 14.0% had low virtual honesty perceptions. Based on this result, it can be stated that virtual 
honesty perception levels of individuals were at a moderate level. So, it can be stated that individuals did not 
adequately behave honestly in virtual media. 
 
On the other hand, virtual negativity scores varied between 20 and 86 with an average of =31.7. Analysis of virtual 
negativity levels showed that only 0.9% of individuals had high, 22.7% had moderate and 76.4% had low virtual 
negativity perceptions. Based on this result it was observed that virtual negativity scores were at a low level. It can 
be stated that individuals avoided negative behaviors in virtual media. 
  
Virtual distrust perception scores varied between 20 and 100 with an average of =61.2. Analysis of virtual distrust 
levels showed that 39.4% of individuals had high, 41.7% had moderate and 28.9% had low distrust levels. In other 
words, it can be stated that the individuals had moderate levels of virtual distrust. Based on this result, it can be 
stated that the individuals did not adequately trusted other individuals in virtual media. 
 
Findings on whether individuals’ status of reflecting their personalities varied according to gender are presented in 
Table 3. 
Table 3. The effect of gender on individuals’ status of reflecting their personalities 
Variable  
N  S.S Levels (f/%) t sd p Low  Moderate  High  
1.Virtual 
Honesty 
Female  165 65.6 16.5 24 14.5 91 55.2 50 30.3 -.157 341 .875 Male  178 65.8 17.8 24 13.5 96 53.9 58 32.6 
2.Virtual 
Negativity 
Female  165 33.5 11.5 142 86.1 23 13.9 0 0 -5.900 341 .000 Male  178 41.7 14.0 120 67.4 55 30.9 3 1.7 
3.Virtual 
Distrust 
Female  165 65.3 23.6 43 26.1 59 35.8 63 38.2 3.464 341 .001 Male  178 57.3 19.4 99 28.9 143 41.7 101 29.4 
 
Analysis of virtual honesty scores in Table 3 shows that gender did not vary individuals’ status of showing honest 
behaviors in virtual media(t(2-341)=-0.157; p>0.05). Based on this result, it can be stated that gender had no effect on 
virtual honesty behaviors. On the other hand, analysis of virtual negativity factor showed that when compared to 
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females, males showed significantly higher negative behaviors in virtual media (t(2-341)=-5.900; p<0.05). Based on 
this result, it can be stated that females show more positive attitudes than males in virtual media. When virtual 
distrust factor was analyzed, it was observed that gender caused a significant variation in favor of females (t(2-
341)=3.464; p<0.05). Based on this result, it can be stated that females trust virtual media less than males. 
 
Findings on whether status of reflecting personalities by the individuals who use social networking websites varied 
according to age groups are summarized in Table 4. 
 
Table 4.Individuals’ status of reflecting their personalities according to age groups  
Factors  Age Groups N  Sd 
1.Virtual Honesty 
1.17-19 age group 52 60.5 20.5 
2.20-29 age group 264 66.9 16.6 
3.30 and older age 
group  27 64.3 13.0 
Total 343 65.7 17.1 
2.Virtual Negativity 
1.17-19 age group 52 34.7 12.5 
2.20-29 age group 264 38.2 13.6 
3.30 and older age 
group 27 38.8 14.3 
Total 343 37.7 13.5 
3.Virtual Distrust 
1.17-19 age group 52 65.3 25.1 
2.20-29 age group 264 60.1 20.9 
3.30 and older age 
group  27 63.7 23.7 
Total 343 61.2 21.9 
It is observed from Table 4 that 20-29 age group had the highest average (=66.9), while 17-19 age group had the 
lowest average (=60.5) in terms of virtual honesty. It was observed that 30 and older age group had the highest 
average (=38.8), while 17-19 age group had the lowest average (=34.7) in terms of virtual negativity. As for 
virtual distrust, it was found that 17-19 age group had the highest average (=65.3), while 20-29 age group had the 
lowest average (=60.1). Results of analysis of variance, which was performed to test whether this variation was 
significant, are summarized in Table 5. 
 
Table 5. The effect of age groups on individuals’ status of reflecting their personalities  









Inter Group 1831.300 2 915.650 3.163 .044 Between 1 and 2  
Intra Group 98415.545 340 289.457     
Total 100246.845 342       
2.Virtual 
Negativity 
Inter Group 565,954 2 282.977 1.563 .211 None  
Intra Group 61546.891 340 181.020     
Total 62112.845 342       
3.Virtual 
Distrust 
Inter Group 1371.329 2 685.665 1.438 .239 None  
Intra Group 162148.788 340 476.908     
Total 163520.117 342       
Analysis of Table 5 showed that age groups caused a variation only in virtual honesty factor (F(3-340)=2.303; p<0.05). 
According to the results of LSD test, the variation was between 17-19 age group and 20-29 age group, in favor of 
20-29 age group. Based on this result, it can be stated that when compared to 17-19 age group, individuals in 20-29 
age group showed more honest attitudes in virtual media. On the other hand, the variable of age groups did not 
affect virtual negativity (F(3-340)=1.563; p>0.05) and virtual distrust  (F(3-340)=1.438; p>0.05) factors. 
4. Conclusion and Discussion 
1. Individuals do not behave adequately honestly in virtual media and they do not adequately trust other 
individuals in virtual media. However, individuals adequately avoid negative behaviors in virtual media. There is no 
doubt that it would not be correct to suggest the individuals to “trust each other in virtual media”. However, it is 
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important in social life to trust other people in some way to a certain extent without a distinction of real or virtual 
media, at least, to behave honestly. In addition to this, “distrust” which is often emphasized in virtual media is 
generalized for all types of virtual media, which might be reflected in virtual media, which are designed for 
education purposes and might be very beneficial for the individual. As a result of this, individuals feel distrust  even 
in virtual media designed for educational purposes and cannot make use of these types of media at an adequate level.  
2. Gender did not affect virtual honesty behavior. However, females showed more positive attitudes than males in 
virtual media. Despite this, females trust virtual media less than males. 
3. It was found that when compared to 17-19 age group, the individuals in 20-29 age group showed a more 
honest attitude in virtual media. On the other hand, age groups did not affect virtual negativity and virtual distrust 
factors. 
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